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Situation Analysis

On April 20 2010 the Deepwater Horizon oil rig experienced aOn April 20, 2010 the Deepwater Horizon oil rig experienced a 
catastrophic explosion and subsequent fire.  Two days later, it sank 
into the Gulf of Mexico resulting in a major oil spill.  Oil has reached 
the Louisiana coast and caused significant damage to coastal areasthe Louisiana coast and caused significant damage to coastal areas, 
fish and other wildlife in the area.  To date the spill has not been 
contained.

Following is an overview plan to mitigate the negative impact on 
Louisiana’s tourism economy resulting from this event.
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Research Findings
• Research Findings

44% f N i id d b li h h il ill i b d– 44% of Nationwide respondents believe that the oil spill is as bad 
as or worse than the 2005 hurricanes

– Sources for info include network tv/cable tv/internet/local 
tv/newspaper/ radio  p p

– Prior to the oil spill, approximately 23% of Nationwide 
respondents said that they had plans to visit LA. Over one-
quarter (26%) of those respondents have either postponed or 
cancelled the tripcancelled the trip

– 79% of Nationwide respondents believe that oil spill will affect LA 
for at least 2 years

Visitor concernsVisitor concerns 
contamination of the coast
ability to see wildlife
safety and availability of seafood
availability of swamp tours hiking trails and fishing
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availability of swamp tours, hiking trails, and fishing



Objective

• Continue to communicate to potential visitors that Louisiana is open 
for business and still offering unique vacation experiences

• Assist in maintaining visitation numbersAssist in maintaining visitation numbers
• Work with Louisiana tourism industry partners to assure integrated 

messaging
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Target/Timing/Geography
•Target 

•Adults 35-54, HHI $50k+, travel domestically 4+ times/year; 
female skew

•Timing 

•Summer  - through Labor Day

•Geography

•Regional with a national overlay in key direct flight markets 
Laurel/Hattiesburg Houston Dallas San AntonioLaurel/Hattiesburg, Houston, Dallas, San Antonio, 
Mobile/Pensacola, Austin
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Media Recommendation
Traditional 
•Spot Cable and Spot TV - :30 commercials
•Newspaper - B/W ads  - Sunday travel sections 

O liOnline
•Utilize online travel partners (Expedia, Travelocity, Orbitz) to 
promote various state-wide travel packages to Louisiana
Work ith select Meeting Planner ebsites to reach planners ia•Work with select Meeting Planner websites to reach planners via 

email, banner ads and text ads
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Creative
• Mix oil spill messaging with traditional creative 

• Provide consumers with summer offers

• Changes to depend upon research findings
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Tactical Newspaper AdsTactical Newspaper Ads
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Web Banner AdsWeb Banner Ads
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Print AdsPrint Ads
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